Based on the characteristics of low investment and quick effect, co-branding has been widely applied in the marketing circle, but it still faces enormous challenges. The traditional joint model with high asset and low popularity cannot keep pace with the increasingly diversified social environment. The two parties of the co-branding need to transform and upgrade the traditional brand association, stabilize the combination of high-asset brands and lowpopularity brands, improve consumer's evaluation, and expand the influence of the association.
INTRODUCTION
Based on the characteristics of low investment and quick effect, co-brand has been widely applied in the marketing circle. Co-branding refers to a short-term or long-term cooperation conducted between two or more brands belonging to different enterprises for the purpose of increasing assets and enhancing their competitiveness. [4] Studies have shown that when corporate assets cannot be quickly increased, cooperation with other brands will be able to bring positive marketing effects (Blackett and Boad, 1999) ; and the bonding between unknown brands and high-asset brands in the co-branding can absorb each others' customer resources and further effectively enhance the corporate's status and brand equity (Washburn et al., 2004 , Gammoh et al., 2006 .
Based on the effects produced by co-branding, domestic and foreign scholars have already obtained a very mature theoretical framework for this business model; they mainly concentrate in the effects produced by co-branding to explore whether consumers are positive to give market response to the new products or services created by the parties of the cobranding. Scholars have reached a consensus on whether brand associations can increase brand equity, but fail to reach a consensus on the contribution of unnamed brands and highasset brands to the evaluation of co-branding consumers. Simonin pointed out that although high-asset brands occupy an absolutely high position in the contribution of cobranding's consumer evaluation, their spillover effects are relatively small, and the unknown brands are just the opposite. However, over empirical researches, Wash-burn Priluck et al. concluded that both high and low assets can obtain positive effect in the process of cooperation with other brand elements.
Based on the research contributions of Chinese and foreign scholars, it is not difficult to find that most of the researches are concentrated between high-asset brands and low-fame brands. How to maximize the co-branding effect at present will be further discussed in this paper.
II. THEORETICAL BACKGROUND, RESEARCH MODEL AND HYPOTHESIS

A. Co-branding and Its Consumer Evaluation
Co-branding refers to a short-term or long-term cooperation conducted between two or more brands that belong to different enterprises for the purpose of increasing assets and enhancing their competitiveness [4] . Studies have shown that after adding in high-asset brands, the premium generated by unnamed brand is significantly higher than that of high-asset brands. In the process of co-branding, customers may produce quality assimilation psychology, and believe that unnamed brands and high-asset brands have the same attributes and quality, so the purchasing willingness is also significantly improved than that before the co-branding, and the perceived risk at the time of purchase will also be greatly reduced (Levin I., Levin A., Rao and Ruekert); however, consumers' negative experiences with unknown brands will also be shifted to high-asset brands, which will endanger the market position of high-asset brands (Farquhar, 1994) .
B. Co-branding Effect
Co-branding effect is a result of comparison between consumer's impression on the series of evaluation on the cobrand and the evaluation on individual brand before cobranding. Numerous studies have shown that co-branding may enable consumers to have a friendly attitude towards cobrand and drive the demand for the consumption chain; the evaluation on consumers of co-brand will outpace the unnamed partner brands; but it will never be better than the cooperated high-asset brands (Washburn et al., 2000; Aggarwal; Priluck, 2004) . Therefore, under the co-branding model between high-asset brands and low-asset brands, this paper proposes the following hypothesis: H1: Based on the co-branding, when the purchasing power is general, consumers' overall perception on the cobrand often lies between the two brands.
H1a: Based on the co-branding, when the purchasing power is general, consumers' evaluation on the quality of the co-brand often lies between the two brands.
H1b: Based on the co-branding, when the purchasing power is general, consumers' willingness to purchase the cobrand often lies between two brands.
As mentioned above, co-branding effect mainly reflects the result of consumers' comparison on the evaluation on the cooperated products and single brand of products before and after the co-branding, namely the asset spillover status. Washburn believes that co-branding of any brands can benefit themselves regardless of its asset status; and Simonin believes that in terms of consumers' evaluation, high-asset brands contribute relatively more to cooperated products, but less to their own improvement, while unknown brand are just the opposite. [10] Accordingly, this paper proposes the following hypothesis:
H2: Based on co-branding, both parties of the cooperation can obtain positive spillover effects.
H2a: Based on co-branding, consumers' quality perceptions on products of both partners have been improved.
H2b: Based on co-branding, consumers have increased their willingness to purchase products from both parties of the cooperation.
III. RESEARCH METHODS
A. Questionnaire Design
In the selection of stimulants, this paper specifically selected the familiar Lamborghini car brand and OPPO mobile phone brand. It is known that Lamborghini and OPPO launched a co-branding last year, and launched OPPO Find X mobile phone of Lamborghini limited edition. Lamborghini and OPPO are brands well-known to the public. The existing true cooperation cases and the survey samples of the two parties do not know about this cooperation. Therefore, the co-branding can quickly stimulate consumers' associations and facilitate making researches on the factors affecting the co-branding.
As an internationally renowned sports car brand, Lamborghini represents the high-asset brands, while OPPO mobile phone has relatively low popularity in the industry and represents the low-asset brands. The questionnaire should first test the participants' evaluation on the two brands before being told the co-branding mode, then test the participants' evaluation on the co-brand and the two brands after being told the co-branding mode, and finally obtain individual information of the participants.
B. Data Collection and Variable Determination
The questionnaire was randomly distributed by using the "Questionnaire
Star" research software. Those questionnaires (150 copies) were collected through the Internet of Things and were all valid. The final sample characteristics are as follows (" Table I helpful to the conduction of this complex two-dimensional questionnaire survey.
This questionnaire adopts multi-item measurement method to measure the relevant variables in the model. Consumers' quality perception and purchase willingness on the product are selected to measure consumers' evaluation on the co-brand and the brands before and after co-branding. Consumers are measured by the items about the product "high quality; strong sense of technology; the producer can be trusted; like it more by comparison; may choose if purchasing". The complementarity between the co-branded product and the brands is measured by the "technical complementarity and brand coordination". [5] All items are in a five-point scale.
IV. DATA ANALYSIS RESULT
A. Reliability and Validity Analysis
To verify the reliability of the measurement of relevant variables, a Cronbach 'α test was performed. The results (" Table II ") showed that Cronbach'α exceeded 0.70, indicating that the correlation variables have good reliability. Over a confirmatory factor analysis on the measurement model, the convergent validity measured by the variable is obtained. The result (" Table I ") shows that the factor load coefficients of all measurement items are more than 0.50, indicating that the convergent validity of relevant variable is good. Over a descriptive statistical analysis on the main variables as shown in "Table III", it is found that the value F of each variable is greater than 0.05, the value p is less than 0.05; different group has significant difference; relevant variable has good distinctive validity.
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B. Brand Control Test
In order to ensure that the brand differences in the study are successful, this paper conducts a control test on Lamborghini's popularity and OPPO's visibility. The test result showed that the participants' familiarity (F1=33.29) to Lamborghini before co-branding was significantly higher than that to OPPO (F2=8.26); after co-branding, it was also higher than that of OPPO (F1'=26.503, F2'=5.296). Hence, the brand control on the tested stimulants used in this paper is successful.
C. Hypothesis Test
H1: Based on the co-branding, when purchasing power is general, consumers' overall perception on the co-brand often lies between the two brands. As can be seen from "Table II", the average value of the co-brand OPPO Find X Lamborghini limited edition of mobile phone is 3.65, which is just between the brand evaluations on the two brands after the co-branding, which confirms the rationality of H1. Over a two-dimensional analysis on the questionnaire, it is known that in aspect of perceived quality, consumers' perception on the quality of Find X lies between that of OPPO mobile phone and Lamborghini, hence H1a is confirmed; consumers' willingness to purchase Find X series is slightly higher than that of Lamborghini, but compared with the OPPO native series, the willingness is still insufficient. According to this case, an interview was made. The result shows that the main reason is that Lamborghini as a sports car is not in daily use; meanwhile, the Find X series is priced at 9999. For most samples, the price is too high and not practical. Although consumers prefer it, the purchase willingness is not significant, so H1b is not confirmed. H2: given that high-asset brand cooperates with lowpopularity brand when consumers' purchasing power is general, both parties can get spillover effect. According to the comparison of the results before and after co-branding as shown in "Table II", it is known that consumers' evaluations on both Lamborghini and OPPO are improved; and the difference between the averages of consumers' evaluations on OPPO before and after co-branding is large, while that on Lamborghini is small; hence, H2 is confirmed. Over a two-dimensional analysis on the questionnaire, it is known that in aspect of consumers' quality perception and purchase willingness, OPPO is obviously improved, while the purchase willingness of consumers of Lamborghini is slightly reduced; hence, H2 is confirmed and H2b is not confirmed.
Above all, the results of the hypothesis tests in this study are shown as follows (" Table V"):   TABLE V. RELEVANT HYPOTHESIS AND RESULT
Hypothesis
Hypothesis description Result
H1
Consumers' evaluation on the co-brand is higher than that on low-popularity brands, but will not exceed that on high-asset brands Significant
H1a
Consumers will have greater trust in the quality of co-brand, but will not exceed that of high-asset brands Significant
H1b
Consumers are more willing to buy products of co-brand, compared with high-asset brands and low-popularity brands Not significant
H2
When high-asset brand cooperates with low-popularity brand, both parties can get spillover effect. Significant
H2a
Based on co-branding, consumers' quality perceptions on products of both partners have been improved. Significant
H2b
Based on co-branding, consumers have increased their willingness to purchase products from both parties of the cooperation.
Not significant V. THEORETIC CONTRIBUTIONS AND MANAGEMENT SUGGESTIONS
A. Making Clear the Brand Positioning, and Selecting the Cooperation Partner
The key to the better economic gains from this cobranding of OPPO and Lamborghini is the clear positioning of their images. Although OPPO's brand assets are general, it determines that its target market is young people, and it is fully aware of the importance of freshness; hence, it selects to cooperate with such a hot-topic, high-popularity and highasset brand as Lamborghini cooperation. Ordinary mobile phone combined with the top sports cars looks like a crazy combination, but it is properly in line with the current consumption mentality of contemporary young people hunting and chasing the trends. Therefore, if a company wants to broaden its market and transform its brand image, it must make clear its positioning, seek for suitable partners, and ensure getting its loss reduced to the minimum if the co-branding fails.
B. Dynamically Developing the Brand and Maximizing the Co-branding Effect
Over this study, it is found that the co-branding effect is affected by factors such as popularity, correlation matching and co-branded product price. The co-branding must ensure that the traditional negative images of the two brands can be changed under a good market strategy, bringing positive market effect.
At the same time, taking advantage of being protected by the main brand asset, the weak brand under the co-brand can strive to enrich its connotation, highlight the uniqueness of the enterprise by giving the brand a broader and richer meaning, protect the company's own brand from being interfered by the main brand, and lay a solid foundation for the influence of the co-brand provided that the original industrial ecosystem is undermined.
C. Building a Cooperative Development Platform
In the Internet era, more and more offline brands have jumped away from traditional industries, added Internet business, and formed a new model of "Internet +" or "+ Internet". Because traditional companies and Internet companies have obvious difference, the resources are more complementary and less prone to producing conflicts. Internet companies use their offline reputation to promote their brands, while traditional companies use the platform of Internet companies to engage in advertising implantation or virtual experience interaction.
On the network platform built up by co-branding, enterprise exists in fragmented form. Such co-branding can provide corresponding services to consumers having different needs, save transaction costs and improve social Advances in Social Science, Education and Humanities Research, volume 329 transaction efficiency. Similarly, the stability of the co-brand is also guaranteed accordingly.
The original intention of the Internet Alliance is to collect multiple online partners to form a platform community and share user resources. Co-brand can build a brand community on the Internet platform, which is conducive to enhancing the emotional connection between consumers and the brand and strengthening the exchange of complementary resources between enterprises and the communication between corporate members. Such an online co-branding model can aggregate similar target users and meet a variety of different needs. While expanding the influence of the entire alliance, individuals can also have more user groups and shared resources. Judging from the survey on the participants, most of them expressed that they are unfamiliar with and lack of understanding of the co-branding of OPPO and Lamborghini. The reason is largely related to OPPO's marketing model at this time. The Find X series is very expensive, and the products are mainly targeted at young people who love sports cars. It is not mainly advocated by OPPO but only issued on the official website for booking. Although it is a mid and high-end product, its popularity is not as high as it is supposed to be. This is mainly because OPPO does not make good use of Lamborghini's fame to popularize the Internet community and the consumer groups are scattered.
As the member companies have different service items, there will be no competition and the greatest benefits can be achieved. The establishment of online communities does not mean that communication ends with the Internet. Instead, it can use the powerful user relationships brought by the Internet to transform this relationship into an offline interactive experience, and take advantage of the powerful influence and fame of traditional enterprises in the real world to realize a true O2O marketing.
VI. CONCLUSION
On the basis of previous researches, this paper studies the consumers' attitude towards co-branding, and reflects the important strategies of brand to establish the market in the era according to the evaluation of consumers. The association between brands must conform to the trend of the times within the acceptable range of consumers, stimulate consumers' interest, and meet consumers' spiritual needs to a certain extent. However, due to the lack of extensive market research scope and the concentration of research objects, and because the mobile phone market cannot represent other commodity markets, the co-branding research on consumer evaluation is not perfect and there are still many problems to be solved.
